National tourist offices and tourism stakeholders are challenged to maintain and secure travel markets. Travelers are constantly bombarded with travel marketing messages. Compounding the challenge is a lack of research on effective, efficient, and optimal methods in convincing tourists to travel to a particular destination. To address this literature gap, a questionnaire survey on destination brand image research was conducted on outbound travelers from four major cities, examining their image perceptions of Macao and the degree of influence that various information sources had on destination selection. Results show that a communication mix strategy could be designed to more effectively manage tourist destination image perceptions. A cross-tabulation of the data revealed that the information sources affecting travel destination choice had varying levels of influence. A "Communication Effectiveness Grid" (CEG) was conceptualized from the research with quadrants indicating marketing resource effectiveness. The CEG has significant implications for destinations with limited budgets wishing to influence travelers.
pioneering "dimorphic theory" of image suggested that the image of a destination can be formed through either an actual visit (organic) or by externally received (induced) information from sources such as broadcast and print media and word of mouth. The traveler experiences a seven-step image-modification process from initial mental images of a destination to images formed based on the traveler's experience at the destination. For destination marketing organization (DMOs), image formation involves not just creating an awareness of place but also projecting selected images to a particular market segment or specific audience that, it is felt, would be more receptive to the message (Gartner 1997) . It also involves showing the dynamic nature of the image-formation process and the potential of the intervention of influencing factors (e.g., marketing actions, including in particular public relations, advertising, and promotion programs) at a particular stage being able to sway the traveler's image perceptions. As such, the transmission and development of destination image can be understood as being a continuous process from projection of images (from "official" sources and other sources such as news media, personal visitor experience, and personal contacts) to reception of these images by the intended target travelers, through whatever media are appropriate to reach potential tourists (Ashworth and Goodall 1988) .
Destinations are not created equal; some have an abundance of resources and comparative advantages, while others have limited natural resources and infrastructure to support tourism development (Ritchie and Crouch 2000, cited in Hsu, Wolfe, and Kang 2004) . Ritchie and Crouch (2000) themselves question whether destinations are created or born. Yet "a destination that is deficient in resources but uses the little it has more effectively could be more competitive than a destination endowed with a wealth of resources" (Hsu, Wolfe, and Kang 2004, p. 121) . While little can be done at times to alter the physical product, it is potentially possible to find and devise strategies to market a unique attribute. Still, this should, as closely as possible, reflect the reality of the destination attributes (Sussmann and Ünel 1999) . The challenge is in cutting through this intense clutter of competing and substitute tourism products and services to get attention. Pike and Ryan (2004) proposed looking at effective and competitive destination positioning strategy through comparing cognitive, affective and conative perceptions of the destination. They concluded that "effective positioning requires a succinct, focused and consistent message. Positioning analysis requires an understanding of how a destination is perceived to perform on attributes deemed important to the target market, relative to the competition" (p. 339), the issue being to include (and omit) those attributes and positions that can meet the needs of the largest, most economically viable target market.
It has been suggested that a people's perceptions of a destination are a result of their own realities that motivate them to travel with the real attractions of less importance than the travelers' image of those attractions (Leisen 2001 , citing Blank 1989 . A further challenge therefore in identifying what is believed to be sustainable differential destination attraction attributes is to cut through the constant bombardment of communication messages with a succinct, convincing message to travelers through the selection of effective channels of communication deemed trustworthy and reliable by the traveler.
Aside from destination marketing and promotional strategy, there can be series of pull and push factors that can influence travel and destination selection. The "push factors are the intrinsic socio-psychological inspirations like escape from routine surroundings, relaxation, and social interaction. The pull factor is the attractiveness that draws travellers to visit the destination" (Law, Cheung, and Lo 2004, p. 356) . The pull factors are used to determine destination selection once the decision to travel has been made and can include tangible resources such as historical sites, beaches, and recreation facilities as well as intangible or intrinsic desires of the traveler such as image perceptions of the destination and traveler expectations (Baloglu and Uysal 1996) . Baloglu and Uysal (1996) found a significant relationship between the pull attributes of a destination and travel motives (push), implying that a more strategic destination marketing program could be designed. Fakeye and Crompton (1991) , on researching differences in motives among repeat visitors, first-time visitors, and nonvisitors, found that attributes such as curiosity and efforts to contact relatives in the area were more important to nonvisitors and first timers, implying that destination marketing efforts should be more segmented, looking at messages relating to "push" motives for those with little experience of the destination.
Research exploring the relationship between those pull attributes and motivational push factors deemed important to travelers is recent (Klenosky 2002) . Adopting a means-end approach to examine relationships between destination pull attributes and higher levels of travel motives, Klenosky (2002) showed that pull factors may be in part a function of the same factors that push travelers to a destination. Having the attributes of nice beaches was shown to have consequences of getting a suntan, looking better and healthier, and having a self-esteem value of feeling better about oneself. Although a means-end approach was not adopted in this research, the conceptual push and pull factors can be used with travelers to Macao in exploring motives to travel and the effectiveness of communication channels in promoting Macao's attribute factors to traveler audiences.
Role of Information Sources in Image Formation
Using Gunn's (1972) image typology as a starting point, Gartner (1993) noted that the type and amount of information received could influence the cognitive but not the affective component of image formation. Gartner also recognized a close connection between image formation and destination selection with an image-formation continuum consisting of eight distinctly different components from the initial "overt induced I" component with paid forms of media such as television and print. The final component is based on solicited or unsolicited information by the traveler or actual visitation and is termed "organic," with the impact of the visit feeding back into the image-formation cycle. Induced image formation is therefore viewed as a function of the marketing, promotion, and advertising efforts of a destination via paid-for broadcast or audio media. Organic images originate from publicity driven statements or actions and from news reports and newspaper articles and are regarded as mostly unbiased sources of information. An issue, however, with this continuum is the levels of control, with less control not only meaning less promotional cost (unless it has a negative impact on destination image) but also giving the potential for greater credibility and acceptance from publicity-generated statements. Dann's (2005) content-semiotic analysis of the applications of tourism research explores the variety of media examined in tourism research, from written communication (e.g., travelogues, brochures, national tourist office [NTO] catalogues, guidebooks and notice boards) to broadcast communication (e.g., television holiday programs, videos, and film), and the use of propaganda and publicity in creating myth, nostalgia, and notions of sacred or authentic. The literature contains several of these "controlled" and "uncontrolled" forms of communication. Stabler (1988) undertook a content analysis of publications (text and pictures) of various attributes such as sport, natural history, beaches, art and culture, accommodation, nightlife, and shopping, suggesting that these should be factored into judging the effectiveness of promotional material in forming and changing tourists' views of whether or not to visit a destination. Hanefors and Mossberg (2001) explored television-induced tourism, looking at the impact of Swedish TV travel programs on induced image, and concluded that the effectiveness of this media strategy would depend on whether the destination was attracting an emerging or a mature market. In a mature destination, fresh new angles would be needed for media to enthusiastically cover tourism products and services. Basic information about the destination is less necessary because of an already high awareness. In an emerging destination, information should be more comprehensive, including geographical size and cultural attractions.
A subset of media-related tourism is movie-induced tourism (Hall, Croy, and Walker 2003) ; research on its effects on destinations has been receiving increasing interest in recent years (Beeton 2005) . Movies have been found to influence both travel behavior and image perceptions. These effects can be positive, such as with the classic movie Wizard of Oz, which travelers positively responded to in their perception of Kansas (Hsu, Wolfe, and Kang 2004) . In Hall, Croy, and Walker's (2003) larger study, attention was devoted to the discussion of movie-induced tourism and, in particular, the success of the Lord of the Rings film trilogy, much of which was filmed in New Zealand. However, movies can have equal potential to create negative images, as seen by the movie Midnight Express and its long-term negative impact on travelers' perceptions of human rights in Turkey (Sönmez and Sirakaya 2002) . Hall, Croy, and Walker (2003) also mention how tourists can look to movie icons such as natural scenery, historical background, story lines and themes, actors, symbolic content, and human relationships, which must be distinguishable from other movie productions. It is interesting that Captain Corelli's Mandolin was filmed in Kefalonia in 2000, and since then tourism to the island has increased! Kotler, Bowen, and Makens (1996) also agree that the portrayal and marketing of a destination image play critical roles in destination marketing. They cite several information sources through which destination marketing and promotion are undertaken, from the pictorial creations of destinations in movies or television to music, popular entertainers, and celebrities.
Although the majority of destination publicity is seen as incidental rather than preplanned (Dore and Crouch 2003) , public relations or the use of publicity can also have a major effect on the image of a destination. While public relations have been increasingly (and effectively) used in countering tourism crises such as the Bali bombing in 2002, little research has been conducted on its general use and effectiveness in a tourism context. Yet many major international companies such as Amazon.com, Virgin Group, and Easyjet have focused their promotional efforts on publicity and public relations actions "because they understand that their companies' reputations rely not just on excellent products or services (these are a given) but on the way otherscustomers, suppliers, employees, shareholders and stakeholders-feel about them, too" (Barry 2002, p. 5) . Dore and Crouch (2003) conducted one of the few tourism studies that gathered information on publicity practices by NTOs to promote destinations, comparing their various approaches and outcomes and the implications for NTOs' publicity programs. This covered an array of public relations tools such as VJPs (visiting journalists and presses), familiarization tours, newsletters, video and photograph libraries, new releases, and information kits for comparison with paid forms of communication such as consumer and trade advertising and direct marketing. They concluded that "when considering both the costs and benefits of the publicity program compared to other forms of promotion such as advertising, it is clear that destination publicity programs can be extremely cost-efficient and effective" (p. 147).
Direct experience and personal recommendations are often cited as the most credible sources of information on the destination (Sussmann and Ünel 1999) . White (2004) argues that a traveler's perceptions of a destination, even if visited, still rely on forming an image, and therefore some distortion or deterioration of real-world precepts is possible. Therefore, exposure to various information sources can continue to play a role even after visitation.
Despite being one of the more recent developments in communication and information exchange, the use of the Internet and Web sites continues to grow as an important source for travelers (Heung 2003) . The Travel Industry Association of America (TIA) reported that 78% of travelers, or 79 million Americans, used the Internet in 2005 for travel or destination information (TIA 2007) . In 2004, 94 million people went online in mainland China, the second largest Internet-user market worldwide (Zhu and Wang 2005) . A major focus of tourism research on this increasing use of the Internet has been on Web site use. Doolin, Burgess, and Cooper (2002) established a model of "Internet commerce adoption" to evaluate levels of destination Web site development focusing on levels of interactivity, innovative applications, and other value-added features. Given the Internet's global reach and multimedia capabilities, Doolin, Burgess, and Cooper assert the importance of destination Web site content as it directly influences destination image perceptions by creating a virtual experience for the consumer. Law, Cheung, and Lo's (2004) preliminary investigation of Korean and Japanese official destination travel Web sites (the two most popular Web sites by Hong Kong travelers) suggests emphasizing the importance of Web sites being developed to specifically align to traveler tastes. Kaplanidou and Vogt (2006) extended research on the impact of Web site content on travel intentions by looking at factors such as the ease of Web site navigation, accessibility, online travel planning, hours of Internet use, and previous visits to the destination and Web site. In their study, content features such as visuals and trip-planning information were found to be important with Web site usefulness (degree to which the Web site's navigation, content, and accessibility characteristics can help travelers satisfy their travel-planning information needs; Kaplanidou and Vogt 2006) , a strong indicator on whether a traveler's intentions are to visit the destination. With mixed results depending on whether the traveler had been to the destination before or previously used the Web site, it was recommended that a destination Web site have different sections for first-time and repeat visitors. What is apparent is that Web site usefulness can be targeted at specific traveler segments and has an increasingly significant role as a strategy to influence destination image perceptions. Selby and Morgan (1996) criticize the lack of research conducted into the effectiveness of the various marketing tools available for image management given the amount, source, and objectivity of the various "projected" and "organic" images. Ultimately, though, it is only through a comprehensive understanding of the influence of the various sources of information on a destination that those in marketing and promotion can optimize the formation of an effective marketing and promotional mix. While image literature has commonly examined, for example, the impact of sociodemographic factors, travel motives, and conative factors, this has largely been done in the absence of any analysis that includes the influence of the variety and type of information sources (Baloglu and McCleary 1999) .
While there may be a mix of personal communication, public relations, marketing, and advertising actions within destination campaigns, the challenge for marketers is to isolate those media (and messages) that cause changes in the traveler's image perceptions (Sönmez and Sirakaya 2002) . Focusing on this issue, an optimum communication mix and a "Communication Effectiveness Grid" (CEG) were conceptualized (figures 1 and 2), integrating personal, public relations, marketing, and advertising actions. The CEG (figure 2) derived from this research split the communication portfolio into quadrants, highlighting the degree of importance that travelers place on each method of communication in making a decision to travel to a particular destination, thereby enabling promotional resources to be more efficiently and effectively directed at tourism segments. A dichotomous question asks whether the respondent had heard of the destination from this information source. However, as the respondent may or may not have heard about a destination from a particular source, this will have greater relevance according to the degree of importance the traveler puts on that source, scaled from 1 (very unimportant) to 5 (very important).
The CEG quadrant of "excessive, nonrelevant communication" describes where communication being carried out by the destination is received by the traveler yet is of little or no importance in the decision to travel to the destination. Marketing and promotions in this quadrant are received by travelers but are messages judged by the traveler as not related to travel or destination selection and make no contribution to image perception. The DMO is therefore using an excessive amount of promotional resources that have no relevance to the travel decision. The "nonrelevant communication" quadrant reflects communications not only unimportant to the traveler but also not received. "More effective communication needed" shows that the communication is important to the traveler yet is not being acted on. The traveler is not receiving information from this source but judges this to be a source he or she believes and a source based on which he or she would make a travel decision. The DMO needs to invest more resources or have a clearer strategy to ideally move these communication media to the "effective communication" quadrant. The "effective communication" quadrant reveals communication that not only is important but also is being accepted by the traveler. The traveler is receiving information from sources that he or she finds credible and on which he or she will act and select a destination. Overall, the most effective and optimum marketing and promotional program, in terms of resources used and reaching target markets, would fall within the "nonrelevant communication" and "effective communication" quadrants.
Method
To examine the issue of developing an optimum communication mix for the Macao Special Administrative Region, image research was conducted in four cities: Beijing, Shanghai, Kaohsiung, and Hong Kong. These cities were selected as China, Taiwan, and Hong Kong represent more than 90% of total arrivals to Macao, contributing a total of 20 million tourists to Macao in 2006 (Macao Statistics and Census Service 2007) . A questionnaire was designed, consolidating information sources from the literature (Sönmez and Sirakaya 2002; Dore and Crouch 2003) . Eighteen sources were included, from controllable sources (by virtue of being paid for) such as print and broadcast advertising to more uncontrollable sources such as referrals from family and friends and work colleagues (viral marketing). Information from Macao overseas offices was added, as Macao has 19 representative offices around the globe, with offices in Beijing, Hong Kong, and Taipei (Macau Government Tourist Office 2007). In addition to asking the dichotomous question of whether or not they had heard about Macao from each source, an importance scale was added, from 1 (very unimportant) to 5 (very important), asking how important a specific source was in helping to make a decision to travel to Macao. The rationale for this question was that although respondents may have heard about Macao from a given source, that source may not have been important to any degree in persuading the individual to make a decision to travel to Macao. Several researchers have suggested that motivation can influence the image-formation process (Gartner 1993; Baloglu and McCleary 1999; Chen and Hsu 2000) as well as "push" factors looking to satisfy an individual's sociopsychological needs. "Escape" (traveling to get away from something) and "seeking" motives (traveling toward something) have also been explored (Hanefors and Mossberg 2001) . The various travel motives were consolidated and presented in the questionnaire.
The departure areas in the international airports at each city were chosen (Hong Kong Chek Lap Kok International Airport, Beijing Capital International Airport, Pudong International Airport in Shanghai, and Kaohsiung International Airport in Taiwan), as an airport has the advantage over site-specific interviews in that it allows for interviews to be conducted with those traveling for touristic purposes and those traveling for other reasons (Correia and Crouch 2004) . Respondents may or may not have been traveling to Macao and perhaps may never have traveled to Macao, giving richer destination image information. They were questioned on issues regarding travel behavior including current travel arrangement (if for business or pleasure) as well as factors regarding travel motives, destination image perception, and sources of image influence. A simple random-sampling technique was used within the departure areas with travelers having equal chance of being selected and no a priori conditions in selection. The questionnaires were translated into simplified Chinese for Beijing and Shanghai and into traditional Chinese for Kaohsiung and Hong Kong (with an English version of the questionnaire also being used in Hong Kong) and checked by native Chinese faculty members as well as the research teams at each location. The research was conducted over 2 to 4 days at each location with pen incentives given to respondents on successful completion of the questionnaire, yielding valid random sample sizes of 456, 406, 313, and 287, and acceptance rates of 55.0%, 72.2%, 58.1%, and 67.6%, for Hong Kong, Beijing, Shanghai, and Kaohsiung, respectively. The variance in the sample sizes was because of the variation in numbers of departing passengers during the days of the survey and a result of seasonality issues, with tourism flows not constant at each location, a limiting factor in the data-collection process. The sample sizes were however later tested and accepted as valid. The Hong Kong sample showed the lowest acceptance rate, as the departure area was within the check-in desk area. Travelers were often rushing to check-in counters, which was less than ideal in terms of data collection.
By being conducted in airports, this research had the advantage of specifically targeting respondents who had the ability (both financially and with valid travel documents) and had made a decision to travel for vacation or other purposes. Although data were collected from four different international cities, further research at other city airports and departure points was not undertaken because of resource limitations.
Research Findings
While the respondents were mostly male and between 25 and 34 for all locations (table 1), those traveling from Beijing, Kaohsiung, and Shanghai were mainly college educated, in management, and with monthly household incomes less than HKD12,000. The Hong Kong traveler, though, was primarily high school, preuniversity, or college educated and had a higher income, mostly more than HKD16,000. Hong Kong's close proximity to and historic links with Macao (with Macao known as a "getaway" from Hong Kong) are reflected in that only 5.7% of those respondents had never been to Macao, whereas for Beijing, Kaohsiung, and Shanghai this was 78.3%, 48.8%, and 76.7%, respectively. The images of Macao by Hong Kong respondents should be less perceptual and more realistic than those of other respondents. The findings show that the Hong Kong respondents were also more frequently leisure travelers, with the respondents from Beijing and Kaohsiung traveling largely for business. The leading 10 travel motives (table 2) showed significant differences among the four origins. While to relax physically and mentally was the most important overall and was the main motive for Hong Kong travelers, it was less important for those from Kaohsiung and Shanghai. Experiencing a new culture was important for the Beijing respondents but less important for those in the other three origins. Traveling to learn new things was also a major motive for the Beijing travelers but ranked low for the Hong Kong and Shanghai travelers.
To determine whether the respondents from the four origins had heard about Macao from a specific communication channel and the importance that channel held in making a decision to travel to Macao, CEGs were used (figures 3 to 6).
A can be seen from these CEGs, four methods of communication about Macao are effectively reaching Hong Kong travelers: broadcast advertising, print advertising, family and friends, and travel programs about Macao. There are also several communication channels from which respondents indicated they were not receiving any information on Macao: spokesperson or celebrity, press conference or press release, trade shows, direct mail, telemarketing, China embassy or consulate, and Macao overseas office. While there were no sources within the "excessive, nonrelevant communication" quadrant, there were seven sources within the "more effective communication needed" quadrant: movies about or in Macao, books on Macao, outdoor advertising, Internet or e-mail, social or work colleagues, Macao acquaintances, and others (other advertisement, n = 2; travel agent, n = 2; and casino, n = 1). One relevant limitation that should be noted is that the respondents may not have been the target market of a specific communication effort (e.g., trade shows or familiarization tours targeted at and important mostly for trade and for journalists), and thus they may never have heard about Macao from this channel. This has the potential problem of underreporting communication media and suggesting that information sources are less popular although they could be successfully targeted at specific markets rather than general traveler audiences, on which this research focuses.
As discussed in the literature, the various sources of information have varying degrees of influence, with those with less control (e.g., family and friends, colleagues, travel program on Macao) having the potential to be more believable and credible than paid and thus controlled forms of communication (e.g., print and broadcast media). Some controllable media (e.g., outdoor advertising and trade shows) are not effectively reaching the Hong Kong audience. The communication challenges are how to have a positive and attractive message passed on via second or third parties such as social and work colleagues and the Internet and how to encourage books and movies with positive imagery to be written and produced about Macao. In figure 4 , looking at the controllable forms of media, more can be done with print and outdoor advertising to make Beijing travelers further aware of Macao. However, several forms of media that also need more effective communication are uncontrollable, such as referrals from work colleagues, family members, friends, and Macao acquaintances. Therefore, a more integrated communication program of advertising and public relations action is needed, which could generate movies and books on Macao as well as personal referrals. In addition, two forms of media in the "effective communication" quadrant show low means (Internet or e-mail and travel program on Macao), suggesting that the current Macao marketing and promotional strategy in Beijing, which relies on these methods, should be reassessed.
With the Kaohsiung respondents, those sources that are being effectively communicated or where more effective communication is needed are a mixture of controllable and uncontrollable media sources. More can be done with outside forms of media advertising (which can be paid for and controlled); however, a communication approach to Taiwan should include not only paid forms of marketing (e.g., print and broadcast media) but also a public relations program that can affect media communication via the Internet and referrals from social or work colleagues. There also appears to be a need to reassess the long-term effectiveness of the current marketing program in Taiwan because most of the effective communication methods are showing a low mean rating.
Overall, from figure 6, most of Macao's tourism communication program to the Shanghai travel market seems to be fairly effective, with several sources of information successfully reaching the traveler. However, the use of trade shows, familiarization trips, spokespersons, and referrals from social or work colleagues could be used more effectively, involving a better mix of marketing and public relations actions.
Information Source Importance
A cross-tabulation of the importance of the sources of information in helping to make a decision to travel to Macao from the respondents from Hong Kong, Beijing, Kaohsiung, and Shanghai (figures 3 to 6, respectively) revealed significant differences (p ≤ .01) for all information sources (table 3) . This finding suggests that information sources can have different impacts on travel behavior depending on the location. Note: "Other" was not included as there were several cells with less than 5.
"Travel program on Macao" had the highest rating with the respondents in Shanghai and Kaohsiung, suggesting they are more influenced by this type of media than are those from Hong Kong and Beijing. The Beijing respondents were also more influenced by broadcast advertising and the Internet or e-mail, while the Shanghai respondents rated information from family and friends, books on Macao, and movies about or in Macao as key resources in helping them make a decision to travel to Macao. Hong Kong respondents rated paid forms of media such as print advertising, outdoor advertising, and Macao acquaintances (reflecting its closeness to Macao) of more importance than did respondents in the other three locations. The Kaohsiung respondents were less influenced by media sources, although several forms did score above 3.
Traditional paid media, direct mailing, and telemarketing strategies were rated low by respondents from all four locations as important resources for choosing a travel destination. Apart from broadcast advertising, media that are essentially nonpaid, sources such as travel programs, the Internet (nonpaid actions), referrals from family and friends, and books and movies on Macao, were the highest rated information sources of importance across the four cities. Thus, specific information channels can be isolated while discounting ineffective media, allowing for a more successful projection of destination image attributes to targeted travelers.
Although not examined in this study, a strategic input for destination marketing strategy formation would be to explore the significance of whether the respondent had heard about the destination from these media as well as the level of importance given to each in destination selection when comparing travelers from various cities.
Conclusion
This research has shown that media sources are dynamic in nature, with marketing campaigns and integral components of public relations and advertising actions being better able to influence destination images through the development and utilization of CEGs.
Showing the effectiveness and relevance of the various media on travelers through recall and reported importance, the CEG has implications for the design of destination communication programs. There were significant differences among the respondents from Hong Kong, Beijing, Kaohsiung, and Shanghai in the importance of information sources, showing the need to choose specific media even within these regional cities to effectively reach targeted market segments. Table 2 reveals that travel programs, broadcast advertising, Internet, family and friends (i.e., word of mouth referrals-viral marketing), and books on Macao rate high among the four locations, with travel programs, family and friends, and, depending on use, the Internet being uncontrollable forms of media. How the Internet was used did not form part of this research (e.g., the use of Web sites, online travel blogs, online travel media, and online video sites) and would be a useful area of future travel research. To harness the power of these media, an array of public relations tools should be examined, from media to community relations actions and campaigns. Traditional mainstream media such as telemarketing, direct mail, and outdoor advertising appear to have played smaller roles or no part in the choice of Macao as a destination by the four groups of respondents. The CEG illustrates how to channel limited promotional resources to sources of information that can actually influence travel behavior. Innovative and creative public relations and promotional campaigns with attractive destination-selection messages are suggested to cut through the cluster of destination promotional material, much of which seems to be lacking in effectiveness and results in wasted destination promotional resources.
An additional factor in this communication strategy is that while the Chinese travel market differs in travel profile and motives (push factors) among its major cities, a CEG can be generated for each location specific to the target traveler. While a city may boast unique attraction attributes (pull factors) that could align with a traveler segment, the projection of these attributes could be less successful by using ineffective communication channels. An outcome could be the loss of potential traveler segments with push and pull factors that were closely matched.
It has been suggested that "those destinations that rely less on natural attractions and more on contrived or human-built facilities will be more dependent on induced image-formation agents to maintain a healthy tourism industry" (Gartner 1997, p. 191) . As such, it could be suggested that a destination such as Macao with its dominating and contrived casino industry may also need to invest greatly in paid forms of marketing and promotion. The "one-message-fits-all" approach, relying on traditional forms of media to deliver the message, a common strategy by destinations, can have limited results. Given the highly competitive nature of destinations, locations striving to enhance, rebrand, or reposition their destination image should examine the effectiveness and relevance of current marketing and promotional practices and invest in more creative and innovative uses of publicity generated programs alongside burgeoning media channels such as the Internet.
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